This study investigates the relationship between retailer service quality and customer loyalty by conducting questionnaire survey on 664 buyers in several supermarkets in Vietnam. This questionnaire was constructed with 49 retail service quality items covering 6 service quality dimensions namely Physical aspects, Reliability, Personal Interaction, Problem solving and Policy and Information of goods, and 2 customer loyalty items. Statistical analysis results indicate the significant link between customer loyalty and such dimensions of service quality as Problem solving, Policy and Personal Interaction. From these findings, both managerial and theoretical implications have been discussed.
Introduction
Due to undeniable impacts on organizations' performance, customer satisfaction, customer loyalty, and in turn, profitability, service quality has attracted great attention from practitioners, managers and researchers all over the world. That is the reason why studying on how to define, model, measure, collect and analysis data of service quality, has been leading to development of sound base for the researchers (Seth et al., 2005) .
In Vietnam, the increasing trend of average income per capital offering many opportunities for both domestic and foreign retail enterprises. Especially, according to Vietnam Ministry of Industry and Trade, Vietnam, after joining in the World Trade Organization (WTO), committed to open its retail market to foreign investors, and allow foreign retailers to set up 100% foreign owned retail enterprises. In spite of the domination of traditional channels of retail service providers, many leading international retail brands have been making huge investment in Vietnam. Many forms of retail service providers have been developed such as business center, supermarket, grocery store, convenient store, and so on. By the end of 2013, there are 724 supermarkets in Vietnam in which 97 supermarkets are located in Hanoi (General Statistics Office of Vietnam, 2013) . Experiencing the highest growth rate in the world since 2001 with 25% annual increase on average, Vietnam is currently considered as one of the most dynamic economy in South East Asia which possesses enormous advantages to attract retailers. This situation raises a question about how retail businesses can perform better in this highly competitive market. Attaining customer loyalty which is fruitful sources of profits could be a potential answer for this question. To address this need, the study aims to examine service quality as well as its impacts on customer loyalty to find out which components of service quality significantly contribute to improve customer loyalty for retail businesses in Vietnam.
Dimensions used in Dabholkar's model are stressed as important components to measure retail service quality in the literature. The convenience of shopping such as store layout also is demonstrated as one of the service quality dimensions in retailing which impacts on customers' perceptions (Gutman & Alden, 1985; Hummel & Savitt, 1988; Oliver, 1981) . Moreover, Westbrook (1981) found that customers were rather sensitive to the way retailers treat to their problems. Mazursky and Jacoby (1985) also showed that good policies of returning and exchanging merchandise as well as the credit and charge account were important to retail customers. Furthermore, Baker, Grewal, and Parasuraman (1994) also mentioned that store environment comprising of ambient attributes, design attributes and social attributes played important role in evaluating retail service quality of customers. Besides, other retail service quality dimensions such as convenient parking, quality of merchandise were examined in the empirical study of Oliver (1981) .
Customer Loyalty
It is no doubt that service quality, customer satisfaction and customer loyalty have been becoming obviously important element of successful advantages for service providers (Rust et al., 1995; Zeithaml, 1996 , Kitapci et al., 2013 . Service quality and its components are stressed as antecedent to customer satisfaction and customer loyalty. In turn, with the mediating role of customer satisfaction, customer loyalty which is a strong determinant of profitability is the final target of all businesses.
In the late of 1980s, results of studies on customer satisfaction reflected the detection of customer loyalty or complaints for products/services. Auh & Johnson (2005) defined store loyalty as the possibility or tendency of repurchasing a specific product or service. It revealed that store loyalty was a direct result of customer satisfaction, and customer satisfaction played a role as an essential catalyst for developing loyalty. Gee et al. (2008) listed three advantages of customer loyalty: Firstly, serving service cost for a loyal customer is less than for a new customer. This advantage was also highlighted in studies by Ndubisi et al. (2005) which claimed that the cost of serving a loyal customer is five or six times less than serving a new customer. Secondly, loyal customers are willing to pay higher price for a set of services; and thirdly, a loyal customer will act as an effective word-of-mouth marketing channel for the company.
Particularly, there are some studies concerning service quality and customer loyalty topics in Vietnamese retail industry such as Service quality and loyalty: A study of supermarkets in Ho Chi Minh city by Trang (2006) ; Determinants of retail service quality-a study of supermarkets in Vietnam by Nhat & Hau (2007) . Trang (2006) examined the relationships between the service quality of supermarkets and the customer satisfaction and loyalty by using a sample of 318 supermarket shoppers in Ho Chi Minh City. The methodology of this study has been combined of Retail Service Quality Scale (RSQS) and qualitative research of author. The results indicated that five dimensions comprising of the Quality of merchandise, Service personnel, Layout of retail store, Appearance and Safety were important factors that made customers satisfied and loyal to a supermarket. Nhat & Hau (2007) tested RSQS at 440 shoppers in various supermarkets in Ho Chi Minh City. The findings showed that 4 factors namely Physical Aspects, Service Personnel, Policy and Reliability have impact on service quality in supermarkets. These studies, however, confined themselves on several specific regions. Therefore, more intensive studies are necessary.
To address this need, the study, based on Dabholkar's model with some customizations, aims to empirically investigate the relationship between service quality and customer loyalty in Vietnamese supermarkets. proposed by Dabholkar et al. (1996) has reasonable fit. Boshoff and Terblanche (1997) . South Africa.
RSQS (Dabholkar et al., 1996) The findings supported the applicability of Retail service quality scale in the context of department stores, specialty stores and hypermarkets Mehta et al. (2000) Singapore Customers of electronic goods retailers and supermarkets RSQS (Dabholkar et al., 1996) and SERVPERF (Cronin & Tailor, 1992) RSQS was found to be fit in a supermarket environment. SERVPERF was better for measuring retail service quality because the service element is more prevalent. The findings showed that 4 factors namely Physical Aspects, Service Personnel, Policy and Reliability have impact to service quality in supermarkets. Das et al., (2008) Kazakhstan 220 respondents collected from the Almaty city of Kazakhstan.
RSQS (Dabholkar et al., 1996) The findings indicated that there was a good fit of the RSQS dimensions and the items Bloemer et al. (1998) Belgium 708 respondents from a super market, two competitive providers in each entertainment, fast food and health care category SERVPERF by Cronin and Taylor (1992 (2008) Paths model between the five SERVQUAL dimensions (Parasuraman et al., 1985) . Tangibility, Responsiveness, Empathy, and Assurance are factors that had positive relation to customer satisfaction, which in turn, positively related to customer loyalty.
Analytical Framework
RSQS has been widely used to measure service quality in retail industry at different countries. The scale was designed to measure five distinct dimensions: 1-Physical aspects, 2-Reliability, 3-Personal Interaction, 4-Problem solving and 5-Policy. Among which, Physical aspects has 2 sub-dimensions namely Appearance and Convenience, Reliability also has 2 sub-dimensions namely Promises and Doing it right.
Additionally, the differences in culture also impact to measure quality in a service sector (Ueltshy & Krampf, 2001) . When measuring retail service quality in Vietnam environment, we referred "Regulation of supermarkets and commercial centers in Vietnam" (Ministry of Commerce, 2004) . This regulation indicated a set of requirements for goods and service products at supermarkets and commercial centers. This set established by Ministry of Commerce in 2004, includes regulations related to label, code and packaging of merchandises. Accordingly, the price of goods must be clearly marked on the packaging, labeling or in the counter.
By combining Retail service quality scale of Dabholkar with the regulation of goods at Vietnamese supermarkets; this study will assess retail service quality through 6 dimensions: 1) Physical aspects: refer to appearance of supermarket and staffs, physical equipments and facilities, visual materials for customers and the convenience at supermarket.
2) Reliability: Supermarket do right things right at the first time and always do as promised.
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4) Problem solving:
Supermarket's willingness to handle problems such as customer complaints, merchandise returns and exchanges, and so on.
5)
Policy: supermarket's policies in required quality of merchandise, convenient operating hours, free parking area, and acceptance of variety credit cards for payment.
6) Information of merchandise: label, origin, packaging of goods and price marked in each products.
Besides, this study also examines the relationship between retail service quality and customer loyalty. The analytical framework is as following:
The linkage between retail service quality and customer loyalty have been demonstrated by several previous studies such as Kitapci (2013) , Beneke et al. (2012 ), Caruana (2002 .
In this study, the role of retail service quality is expected to have positively significant influence on customer loyalty. The first hypothesis is stated as followed:
Hypothesis 1: Service quality has a positive impact on customer loyalty
Moreover, income variable is taken under consideration as a controlling variable affecting the relationship retail service quality and customer loyalty. The second hypothesis is stated as followed:
Hypothesis 2: There is a difference in the impacts retail service quality on customer loyalty among customers with different monthly income.
Data Collection and Measurement Test

Data Collection
Based on reviewing literature to model the analytical framework, a questionnaire was developed as an adapted version of RSQS (Dabholkar, 1996) , and referenced from "Regulation of supermarkets and commercial centers in Vietnam" (Ministry of Commerce, Vietnam, 2004).
The questionnaire was divided into 3 sections:
-The first section was designed to assess the overall retail service quality perception from customers. This part includes 44 statements in total measuring 6 dimensions of retail service quality namely: Physical aspects (11 items), Reliability (4 items), Personal interaction (6 items), Problem-solving (3 items), Policy (8 items), and Product information (5 items). Besides, this part also measures the important level of the above 6 retail service quality dimensions (6 items).
-The second section aims to measure the loyalty level of customers. This variable is examined through the possibility of revisit the supermarket and whether respondents would introduce that supermarket to other people (2 items). The first two sections are measured using a 5 point Likert rating scale which corresponding to 1 = strongly disagree, 2 = somewhat disagree, 3 = neither agree nor disagree, 4 = somewhat agree, 5 = strongly agree. This questionnaire was in Vietnamese, used to survey customers shopping at supermarkets in Hanoi, Vietnam so that they could give more meaningful responses. Survey was conducted through a direct interview method. 700 potential customers were approached and 664 feedbacks were obtained indicating a response rate as 93%. All respondents are Vietnamese.
Customer loyalty
Measurement Test
Data collected are firstly tested to ensure the reliability through Cronbach's alpha value with the purpose to check the internal consistency. In other word, this test checks whether respondents' evaluation on any one indicator is related to their evaluation on the other indicators. In this study, the results indicate that all Cronbach's alphas values of 6 dimensions ranged from 0.794-0.884, showing high reliability level of the database.
Then, validity test is conducted to measure whether the item or scale truly measures what it is supposed to measure or nothing else. Content validity of the questionnaire is confirmed by intensive literature reviewing. The measurement items have been carefully constructed, validated and refined by Dabholkar et al. (1996) with some customizations to be suitable for the context of Vietnamese retail market. Construct validity is tested through factor analysis to ensure that the scale is an appropriate operational definition of an abstract variable (Flynn et al., 1990) . In this study, within scale factor analysis is conducted for 6 service quality scales, namely Physical Aspects, Reliability, Personal interaction, Problem Solving, Policy, and Information of Merchandise, and for Customer Loyalty scale. The results reveal that the questionnaire is a valid measure of retail service quality, and customer loyalty in Hanoi, Vietnam because the items which are arranged within a scale in the questionnaire are proven under the same factors. The factor analysis results for all investigated components are presented in the following table. 
Data Analysis
The demographic description of respondents indicates that the majority of survey participants are female with 471 out of 664 people, accounting for 70.9%. Among them, the customer group at the age of 25-40 represents the largest group with 45.0% (corresponding to 299 respondents). They are the young who newly get married or have family with small children. The age group of less than 25 makes up approximately one third of total respondents. In addition, From 41 to 55 and Over 55 group accounts for smaller figure with 13.1% and 11.0%, respectively.
Regarding to the income of the buyer, the largest portion fells in respondent group with monthly income at middle level ranging from USD200 to USD500 (407 respondents out of 644, corresponding to 61.2%). This income level is slightly higher than the average income per capital of Vietnamese in 2013 (USD200 per month). This situation is suitable for the strategic development of supermarket sector which concentrates on common class in Vietnam.
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Impact of Retail Service Quality on Customer Loyalty
In examining the impact of service quality on customer loyalty of supermarket in Hanoi, R-square value indicates that 50.6% of variance in customer loyalty can be explained by 6 retail service quality variables. Moreover, significant value of 0.000 confirms that group of six service quality components have a statistically significant relationship with customer loyalty variable at the 5% significant level. Apart from Reliability, 5 remaining service quality components express significantly positive influence on Customer loyalty at the 5% significant level. Physical aspects which measure the appearance and convenience of the supermarket shows the strongest impact on customer loyalty with the highest coefficient value of 0.288., followed by supermarkets' policy on the merchandise quality, parking area, operating hours and acceptance of credit cards for payment as well as Personal Interaction measuring the truthfulness and politeness of supermarket staff with coefficient values of 0.158 and 0.130, respectively. Additionally, information of merchandise and problem solving represent smaller impact on customer loyalty (coefficient values of 0.095 and 0.086). Meanwhile, Reliability is the only service quality component which express positive but not statistical impact on customer loyalty at the 5% significant level.
Income Effects on the Relationship between Retail Service Quality and Customer Loyalty
Retail service quality and customer loyalty are differently because of controlling variable such as income, age, visiting frequency, regions, and so on. In this section, the paper examines the influence of income on assessment of retail service quality and customer loyalty from supermarkets' respondents. The whole sample is divided into 3 groups based on the income level of respondents:
-Group 1-Lower income: includes customers with income being lower than the monthly average income per capital of Vietnamese in 2013 which is USD200 per month.
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-Group 3-Higher income: includes customers with income being 3 times higher than the monthly average income per capital of Vietnamese in 2013 which is more than USD500 per month. One-way analysis of variance (One-way ANOVA) is used to investigate if there are any significant differences between the means of three groups: Group 1-Lower income, Group 2-Medium income, Group 3-Higher income. By Tukey pairwise comparison test with the significance level at 5%, the ANOVA result table indicates that there are some differences between Group 1 and the other two groups in customer assessment on Physical Aspects, Information of Merchandise, and Customer Loyalty. These differences indicate that the assessment of Group 1 is significant higher than Group 2 and Group 3. Regarding to the remaining components namely Reliability, Problem Solving, Personal Interaction, and Policy, the assessment from three customer groups are quite homogenous.
Discussions
This study adopted Retail Service Quality Scale (Dabholkar, 1996) , and reference from "Regulation of supermarkets and commercial centers in Vietnam" (Ministry of Commerce, 2004) with some customizations to measure retail service quality at supermarket in Vietnam. The questionnaire comprises 49 items measuring 6 service quality components and customer loyalty. Data were collected from 664 customers at supermarkets in Hanoi.
Data analysis results indicated that service quality is an important driver for customer loyalty. This finding is supported by many studies such as Trang (2007 ) in Vietnam, Caruana (2002 in Malta, Wong & Sohal (2002) in Australia, Bloemer et al. (1998) in Belgium, Ponirin et al. (2009) in Indonesia, Beneke et al. (2012) in South Africa, Kitapci (2013) in Turkey.
Retail Service Quality Scale was carefully developed, validated and refined by Dabholkar et al. (1996) and demonstrated being reasonable fit for retail context in many countries, namely South Africa (Christo & Terblanche, 1997) , Singapore (Mehta et al., 2000) , Kazakhstan (Das et al., 2008) . However, this scale was proven being inappropriate for application in Indian retail (Kaul, 2007) .
In specifically, regression analysis revealed that among 6 service quality components, Physical Aspects, Problem Solving, Personal interaction, Policy, and Information of Merchandise stress statistically and positively significant impact on and customer loyalty whereas Reliability just shows its positive relationship but not statistically significant one. Especially, Personal Interaction and Physical Aspects are two factors which express the strongest impact. This is also highlighted in the study by Beneke J. et al. (2012) in South Africa. In addition, this finding is also supported by Olgun Kitapci (2013) in Turkey which stated that assurance, empathy, tangibility, and responsiveness, are factors that stress positive linkage with customer satisfaction, which in turn is positively related to customer loyalty, and by Wong, A. and Sohal, A. (2002) in Australia which stated that tangible and empathy are two most significant factors which show strongly positive relationship with customer loyalty.
Furthermore, when investigating the differences between the means of three groups-Lower income, Medium www.ccsenet.org/ass Asian Social Science Vol. 11, No. 4; income, and Higher income-in their assessment of service quality component as well as their loyalty level, the result indicated that customers with lower income seem to evaluate better about some service quality component of supermarkets and also have higher loyalty level with those supermarkets.
Conclusions
In examining the impact of service quality on customer loyalty at several supermarkets in Hanoi, it can be concluded that service quality is an undeniable driver of customer loyalty and express obviously strong effects on customer loyalty level. Among 6 components of service quality, Physical Aspects, Problem Solving, Personal interaction, Policy, and Information of Merchandise indicate their statistically significant impact while Reliability does not. Moreover, the investigation of controlling factor, such as income, also find some influence on customers' evaluation which leads to differences in service quality and loyalty assessment.
The results of this study are expected to either enrich the literature of service quality management in retail sector or enhance understanding about Vietnamese retail service quality from customers' perspective. In addition, the findings could benefit quality managers of supermarket sector in Vietnam who strongly desire to improve service quality of their organizations to get competitive advantages and sustainable development.
